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BUSINESS PROSPECT EVATUATION FORM
Use the chert below 10 evaluate the strenpths and weaknesses of the potential business recmit,
Rank the business scrvices as “17 - perfarms excallont in this salepory, “2° average performance,
“3" - performs pootly or Coesn't provide this servics,

Nume of Business

Addross

Contact Ferson
Title

Telephone

Selection of goods
Frice

Quality of goods
Offers repniriservice
Reputation

Qualily of service
Trained staff
Leeation

Easv to get raffind
Eaterigr appearance
Interior appearance
Stability of business
Advertising

TOTAL SCOORE:

date

Excellent 0K Poor

evaluated by
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SECTION 5: DEVELOPING A BUSINESS RECRUITMENT PACKET

Usgs OF A RECRUITMENT PACKET

To recruit businesses effecively, downtown revitalization organizations need foofs. One ool is
the business reoruitment, or informaticn, package. These information packages are strictly tools
to belp you sell your commumity to potential new business operctors, propetty owners,
commercial realtors, investors and developers. The recruitent package highlights vour digtrict
and vour organization and gives a progpect the reasons for investing down-own.

A business reerwitment packet 15 rever a subslitute for the recruitment process. Recmitment
requres a solid strategy and unan contact: A sucessstul recruitment team must know the market
for future investment, understand the existing commmercial covironment, feost oul polential
recruite, contact them and follow up on that contact. A package of facts and figures cannot
replace the need for personal commuonicetion and follow up.

An effective busicess recrmtment package reflects the spirit and direction of the commumiy.
Examples of such packages abound, and many fine lessons can be learned from the examples
featured here, But be warned: It is ineffective to simply Lift the ideas from another ponumnity’s
packazc. The result is invanahbly an uncemfortable fit. The information presentzd hore will
focus on theee clements of business recrutiment packages: canten?, graphics and formar,
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I. CONTENTS OF A RECRUITMENT PACKET

A business recruitment package is designed to provide an overall ook at the community and a
detailzd description of the economie, social, ecvernmental and physical conditions of the
commercial district in which the reader is being mvited to invest. To accomplish both objectives,
ths package should include the following clements. However, the t2am should review the tvpes
of information and then decide whick facts, in what format, are most appropoate for their
busingss district.

Most buginess recruitment paekets contain the following infommation in some form:
o Maps of the trade area and downtown
» Dernographic and market data

»  Market strengths and trends

# TRetail mix in the buginess district

*+ Promotions calendar

« Revitalization program information

» Business incentives and assistance

*  Amenities and specia] features

¢ Building profiles

» [ersoral contact
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Mars

Maps can be the most challenging and expensive component for the team to davelop, becanse
it may be hard to find a lagible, high quality map of 1he exast area neaded that can be
sugcessiully reproduced. Good map sources melude the city, county, chamber of commerce,
indusirial recruiting agency, visitor bursau and local reallors. The team will need 1o develop Lwo
tnaps, one showing the trade area or regional location and one of the dewnlown or buginess
district.

Information to Include

Ttemns that a trade area map commenly identifies include:

» primary trade area boundary

o secondary trade area, 1f pertiment

s« state and federal highways

*  downtown

*  distances to major features or communuties not on the map

v competing major cormumercial developments such as malls

®  major institutions not in downtown that ar: sources of customers such as the hospital,

college or industrial park

Providing a brief narmative describing the trace area is beneficial to interpret the informiation
given visually. Although it is not necessary to show tha lecation of each business, the mas of
dewntown needs to be very lezible and should shaw:

»  bulding footprints {outlines of each building shaps)

» paking lcts

e major buildings and institutions such as citv hall, post office

o traffic patterns/highvass

A map showing the tax parcels is wseally too detailed to reproduce well If a map showing
building foctprinks 15 not available, construct a simplc ons with the shape of each buildug’s
foundation, but make sure it is legble and ensy to undarsiand. Many cities are computerizing
their maps and may be able 1o construct the basic outline for vou - chedk with the public works
department.

Formar Options

o Includ: the maps as part of 2 print=d business directory --see the sample business directories
m this section.

e Maps could be separate, or combined on one sheet. The map of the trade area can alsc be
placed with demograpaic information to reinfores the statistics,

ULV UV oo oo R ol d oo do 300U uee
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EXAMPLES OF MAPS FROM RECRUITMENT PACKETS
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Cuipeper's downitown histanz landmearks comiprise @ resourcs e ich as its countryside. Walk In
the factsteps of George Washington Lord Thomas Culpeper. and others who wotked toward the
developrnent of downtowr Culpeper. Soms points of interest are:

B Culpeper Courthause ... Davis & Wast Sreets B Notonal Cemretary kot of reliroad fracks

B Burgoncine HoSE ... 50uth Main Street . B AP HIl Boyhood Home. ... Main & Cavis Street

N Museumn of Culpeper History ... Bost Davis & B Train Station Depot Ecist Denvls & Commerca
{Opening Soom)
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DEMOGRAPHIC AND MARKET DATA

Afler the labor of deing a market anlaysis, this is the time and place to put thess numbers to
work Most praspects will be impressed by the amount of praparation ard lmowledge vou have
about your commercial district. Afthough some business owners prepare statistical research on
their particular target market, many will have nol.  However, you do not need to inchude every
faet about the population in the packel. In fact, many packets overvhelm by giving (oo many
nunbers. 1t is better to give a fow impressive statistics than to be comprehensive. Since one
cannot antwipate the unique data needs of every type of business, use a cover letter to provide
any special mibrmation the business should know, At minimum, datz on numbers of peaple, age
and income are necessary. Include other factors if they are favorable to the prospect cr pertinent
1o the market opportunities. In this demopraphic information seclion you will present the
nurnbxzs, in the market strengths and trends section you will interprat thert, You may want to
put both together on the same shest for inpact, or kesp them separate to prevent “numbers
overkill.”

Information to Include

The team shoild consider the factors listed below when composing the market area
demographics component of the packet,
» nunber of persoms
* nuamber of households
¢  houschold size
mcome by rangas
meadian and average household neome
uge by ranges
race and ethnicity
home ownership
growth in n2w honsing
eduration levels
tvpeas of employment
unemploviment rate

5 & & & n

Faormat Options

* Aone-page lable that has the basic demographic information for the trade is cifoctive. See
the Demographic Proflie of the Trade Area table included in the Exrra Forms section .

. Present selecled demographics facts in a bullet format, choosing five to ten of your
communities best facts and statisties,
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EXAMPLES OF DEMOGRAPHIC INFORMATION FROM RECRUITMENT PACKETS

Warket Profife; Buffalo Place & Dowrtown Buffale

Metro area overview

& Metro area population of more than
1.2 miliion people

m 53% have visited dowyrown in past
three months

w 57% of these shopped downtow

Workdforca

& More then 57,000 people work in the
central Eusinass district

m Al are witnin walking distanee af che
downitoen retail wore

m The Feefare zone of Metro Rail provides
additional aceess and easy mobility

m Workfroe is expected grow mo more
than G4, 000 by 1395

m §0 000 mors work 82 nedical centers
just ome transit ston and lass than one
mila awsy

m Median age of workbroe: 37,7

m Wore then 40% am it eoubive
professional o recknical positions

m Ypte than 23 ame female

m More than AD% earn §25, 000+
mdividual incorre

w20 parm $55 000+ individual income

m JowRtonn wotkdbree aceounts far approx-
imately 1.5 billon in anoual slaries

Residants

B Approgicnalzly S 000 persobs Live
within 1 mie of 3 fialo Pace

m Mare bhan 160,000 people live within
1 tniles

® Mare bhan 357000 live within & miles

¥ I new eondominiom sempleces and
1 new aparlangn, caenples dre urder
deveopment in Buffalo Flacs

w More than 370 additinnal nee: housing

units are under davelopnent within
1 mile of Bufizle Place

1885

Downtown work force expenditure potential _
Shoppers” Goods Lating & Drinking

(i 44

#1875, 090,000 32053852 000 FETZ 034000 FAT N0

jqas

e dtamn o, Shar Sowre Asnanipy;, 67

Source. Hufale Floce fne., Buffala, X1
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DEMOGRAPHIC PROFILE

FPOFULATION: The population |n the City of Wooster has remained relatively siable. with
most of the projecrad increase atribated to & 1990 annexation of n:pmxlmate]_'.r &75 acres.

Weoostar Waymne County
1994 projectlon 22,004 104,500
L9E9Q astimate A0AL0 102.250
L1880 Cansus 192588 97,458
1933 Estimated Population by Age %)
Wooster Wayne Coonty
0 13 years 174 233
Iq - 17 Tl EE
18 - Z4 150 id.a
25 . Da 156 16,3
3a - A4 12.6 B30
& - 5& a. 4.5
53 - 64 ) 8.3
a5+ 138 il5
Median age, tots] popukation 315 years 29.5 yaars

HGUSEHO.DS: The number of househalds estimated to exist in Wooster in 1589 was 7600, a2 95%
increase from 19800 i1 Wayne County the number was 35200, & 34% increase between 1380 o 1989,

THCOME: The estmated average household income in 1589 was 530750 in Woaster and $31,080 for Wayne
Coutily. The estimated median income was $255400 and $37 600 respect-vely

1989 Estwhated Household Income (%)

Wooaster Wayne County
Based &n number of households 7800 35200
% n-4% g99qn 163 L5.5
10,000 - $249%9 axy z9.4
$25.000 - 134 097 M5 ZL5
$F5,000 - 49,990 L7 L5
$A0,000 + [ L34

OCCUPATION: A lurgy percen.age of the population are it administrallve, profegsional or
teclhanical ouLepalions.

Wooster wWayTe County
Based on number of emolcited ama 43,493
Adminestralive & Management 1104 r£a
Professions] Specialily L3 9.3
Technical Supponl 34 2.7
Bales E4 T.7
Administralve Supperl 18.1 L14.]
Serwvice [33 L1.5
Farm /s Fareatry # Fishery L.l &0
Froducelon £ Jralt » Repalr Kb 132
Machi-e Oaarators Lo 4.2
Trarspertation s Marertal Mavizg AL £.0
| abwsrars 4.2 )

TRAVEL TIME TOWORK: host penple live clase to their work place, mdieating that they live and work
here 0 Wooster or wayne County This it nol A bedroom community.

: Wooster Waynic Counly
7 - 14 minaes TO5% 5 5%
15 - 23 221 LR
30 - 59 54 12.3
B0+ In 3.

QCCUPIED HOUSING UNITS: A higher percentage af the housiog writs in Wayne County are cwmer
cecupled tham in Wooster Atthoush in Woostar, more unite are owaer occupicd than renter oocupicd.

Wnnstear Wayne Cocnly
Based an number of unils 7,08 32,232
% Qwner occapigd zal a2
% Kenter accupied 118 268

MOTEL LMera 3 Lare Oroohe mrmE estmans” oo et IS A dica e, plrase asTime chan e LEIrey are (R dhe RN Cenms

Source: Main Soreel Woorter, Toc,, Wocster. (o
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MARKET STRENGTHS AND TRENDS

To take advantage of all oppornitics, vou will nzed {o loww downtown's strengths and wends,
inzide and out, to be able to make a pitch for it in all situaticns, plarned and unplanned,
Poteniial recruits will want to know economic trends for the business district and possibly the
ares, and in facy, there are many statistics the team could present about the local economy, from
the inereass in industrial emplovinent to the number of new housing starts to the results of
customer survevs. The key to choosmg s “what does the recrit sged {0 know 1o chogse
dawniown?”

Eecug able to present downtown’s business environment within the context of vour commmunity
and your regon 18 wiperatve. Tou will necd to provides a regional overview for potential recruits
not be familiar with the economic tends of your region. For potential new business and
expansions and entogpreneurs fanubar with the local economy, focus on makang the cass for
downtown.

Customer Profiles

Business owners thinking of expanding and potential recnuts will want a profile of the current
customers, The traditional scurces of this information are business owner surveys, customer
intercapt surveys, focus groups, and telephone survevs. If the downtovn or commercial district
prozram bas done amarks! analysis, then they can draw upon that informabion. 17 the team doss
not have recent swrvey results, focue on specific targe: groups and brainstorm who might have
data. For example:

+ local schools may have profiles of students and faculty;

* the visitor informatioa center or lodging agsociation may have a visitor profile;

»  Lhe 1990 Census will have inlomution on downtewn residents, and the larger downiosm
facilities may have their cwn resident profils;

o prrlorming eris facditics may bove awcndance fipures and informatcn about thers
subscription cuslome:rs; and

«  diwniran cmplevers such ag the eity, county or major office tenant may be willing to share
information on the age and salary ratzes of emplovees.

Ancther scurcs of wformation abou customens could be local bardes or swlional chaoss who may
have, and rmight share wath the team, “hfestyle’” market data, which matches demographics and
purchasing hehavier.

Tha Strenpth of the Market

The tvpos of information that communilics have used to show the strength of the husmess diztnict
market inelnde:

+ ihe summarized results of surveys

+ retail sales rends foom sales tax or the Census of Retail Trade

I LI 1E B ANk BranEss RECR T TWET -



autg and pedestrian traffic counts

state or regional economic forecasts

information on the bealth of lotal industrics and institutions
list of bugsinagses wantzd or business oppottunities
reinvestment of public and private funds in the district

survey of business owners showing increased sales gvér last vear
amount of parking available

convention/mesting market impact

tourism trends, new attractions, de.lar impact of tourtst markat
results of sales loakapge or gap studies

companson of local sales trends o those of other communitiss
comparison of rent rates in downtown and other districts
trends in vacancy rates

numbers and types of businesses opened in the past yoar
recznt public and privace investment
major development or infrastructure projects recently compleled, planned or underway

Farmat Opfions

* A series of bullet points highlighting a selection of posilive coonomic trends

» List of business nesd=d i downiown

o Posifive quotes from local business owaers can be eifoctive

»  Charts and praphs showing actual sales and trends from yvour market analysis, the Census
ol Ectal Trade or sales tax records

+ Onz page desenptive narrative of the results of surveys inchiding sources of infortation

#  Succinct paragraphs about two or three types of customer sroups

+ Graphs and charts showing any other majer trends

42 P w THE BLaAT BUSEESs ook mas T




FEVETEVFCRYETRVEVEVEVEV RV EV RV EVE -

-

FUEPUIER Y & ST SIS T L S IS RPN SV IR SY I I T IS

et

EXAMPLES OF MARKET STRENGTHS AND TRENDS FACT SHEETS

ROCHESTER I5... Big Time Visibility in a Small Town Atmosphere.

iy sophiatication. 175 IS
X thal really maboes |t
soamcEhiing spreial

Localed al the crossieads of Rochester Road (Mait Street) and University
Drive, Dowmtown Rochester s fast becoming the pramier retal] comraunity
in the northern Detreit Metra Area, Easily accecsible via 175 and M-59,
Rochester currently hosts some 170 retail and commerclal businesses,
ranging from speciatty retail to men's anc women's fashions 1o fine

restaurants, home fumishings, and financial and creative instiutions. i o s Inensliag te me.

becams you eally bove bwn

Fochester's dynamic, saphisticated dowmtown retail setting is further ommaniies Yobwe gt aleot
enhanced by, - “x thopping mall™ kcution whan
wover 175,000 square feet of predominzntly retail space, anchored by It comEs 1 trakfic, et with 2
businesses like Mitzatield's, a 40,000 sq. ft. department store that has dfinlte soall kv fver Hat's
caled Rochester home for decades. ' realy ity b, TS ity
. wa sieadily growing supply of parking spaces to serve the downtows car:  vw e —and thats wiy
“Rochster really ges yom  area—well over 2,000 spaces are currently available. 'yt been surcesh
the best of bwo worlis: araall w3 downtown employment base of 1,500 full and pari-time emphoyees — ér Lan;. Baskebe I 1
Yomn atnocpberewitbly  ready-made customers of uf dowmbown products and servlees flernaales sires L3ES

#a dally vehlde traffic rate of about 25,200 vehicles per day.

atolal annual retadl sales estimates of about $120,000,000 - up 414 from
the 19E2 census report, according o the 1985 El.ln'eg.l of Buying Powe,

Mary Lujan, Hepolew= &5 gn:
Gl rs Furnitarg, -

Bocnesier 6-ce 1994

"3 full-ser'l.'lcﬁ 113000 volume brary that abote SEVICES nver 1.000 Marin 5 hew, Chalrman, foghesles
yisthors daily. _ Gowniwe [etlnpaert &ilerty

# 2 lush, 34-acre downtown park that winds throngh the core district, huging  “Rochester ks mare uan & pisce
the banks o scenic —and popular - Paint Creek as 5t goes. U L your shiughe - 'z 3wy

of Ik meally, taat evervong
whoe werks and lives g shans
and ooy’

Drespite these clear retail adwantages, the cost of dolng business in
Downtewn Rochester is actuatly quite bow, wity rents running from 36 w
$14 par square foot, per yzar. Compare this to reported sales of 315010
400 per square foot, and Rochester's value - from a business
parspective — BECoMes even mare apparent.

Source: Rochrester Downtown Developmertt Aufhoriry, Racliester, MTF.
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Downtownworkers contribute slgnificantlyto Douwmtown Washington's
ecanomy and, patentially, ta asubstantial portion of the downtown's
current sales. They like the historic bulldings, the friendly atmo-
sphere, the convenience of the parking and the speclal events. They
dont Live its shoppiag hours (27%) and 11% of them gon't like thetwao
Hour parking Limit.

STORE HOURS

68% of the downtown workers that were surveyed are married, and
73% of the downtown workers are female and do the majority of
shopping for their households. Of those females surveyed. most of
them ndicated that with the exceptinn of routing errands, mosl of
their major shopping takes piace outside of the downtown bound-
arias, places where they can shop alter 5 p.m., when most businesses
in Downtown Washington are closed.

WHEN D0 THEY SHOF!
10% Belore Wark 61% After Work
53% Lunch Hour 48%  Weekends

WHAT DO THEY WANT POWNTOWN?

Diowniown warkers who responded to the survey said they wanted
better shopping hours downtew. Many of them mentioned wanting
a dime store, a children’s clothing store, and more lactory outlat
ghoras.

WHAT DO THEY BLIY DOWNTOWN?

85% Eat lunch downtown more than once 2 weck

65% Buy thelr grocerias downiown )

45% Shop dowmtown for specialty and giff items

a7%  Buy their clothing, shoes, and accessories dowDioWm
7%  Buy jewelry downtown

0% Get their prescriptions filled downtown

WHAT DOES ALL OF THIS MEAN?

The survey has givenus a wealth of information with which to Legin
making decisions and implemeanting strategies for Downtown
Wwashington's overall ecenomic development. Downiown Washing-
ton, lnc., for example, planstouse the information to help recruitnew
businesses, develop more promotional activilles, and improve public
perceptlons for the downtown area.

In addition, the sarvey also provides inforwation that downtewn
Buainess ovmers can use 10 sirengthen their own business. For
INELANCE, SOMS AICHE W oW imow that we need o concentrate on
are:

| How can we modity our hours or services 1o hetier
meat the neads ol downtewn workers?

3 What new products or services might we be able 1o add to
attract additiopal downtown wirker Customers of incease
sales from existing ones? and

7. How can stores with complementary merchandise work nut
joint promotions tar mtual benefit?

The il survey is avaiable far you 1o cxamine i the Downtrsn
Washington, [nc. office at 323 W Main Street, Swop by!

Source: Downtawn Wastigio, Jrc., Wirshirgton, Mo
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RETATL MIX IN THE BUSINESS DISTRICT

Potentiol buziness ownors will want to koo the size and composition of the downtown business
mix. the potential competitars and the complementary businesses. The business mix 1s always
changing, so this irformation can become obsolete befare the team has finished collecting it To
counter this frustration, put a dale on the busingss mix Hsi, roprial the lisl periodivally or give
an updated Ligt of businesses pertinent to the prospect when recruiting,

Informaiion to Include

o List of all downtown or commercial district businesses, services, govemment and
mstitutions, categorized by broad t}'pe. such as jewelry, shoes, clotaing, attomeys, etc.

¢ For communities who are recruiting o certain type of business, provide market rescarch
iformation for their category swpperting a prowing nichs in their business tvpe. Emphasize
this market direction,

Format Options

¢  Busingss direslory, wilh a list of businesses, map of downtown and the rade area.

s List of businesses by tvpe, neatly presented

» A narrative describing the business mix, market position and clusters, from 30 to 100 words.
Use concige, active words, and perhaps include a chart summarizing the corrent business mix
like the one below,

Iype af Use # of fusinesses
Traditional Retail:

Restanrant, Bar:

Service Business;

Ofhee:

Vacant:

Govemnmegnl;

Housing:

Orther:

Fird. 19 THE Bra~® BNATHNESR SRORIITMENT - (5
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EXAMPLES OF BUSINESS DIRECTORIES

Leoke Walen Downtown Inc,
136} East Scuart Ave.

Financial Services
B2 Alwn B Uy
ab 00 Einancial S

ST JAAT MWE.

Erm:‘f'-i‘"l—»r

. Box 1320 . L 120 Bencng, Tipp & T
Lale WEIHE, Fi. 33354 | o .wE_I - . \ &2 Cp—et Belorurt &4
513/676-2533 ﬁE‘ﬁwE_lﬁ'-'E- . 28 Pristilia Gerar, Ch
’ s b E[" O BT Edward TL James &

st Lﬂkt ““Elﬁ . 1wk T AR LILTLE #I ﬁﬂT‘ﬂDl‘-‘ﬂh Z E'—"H. C
- Historic Commercial PRI AYS B4 Fieneer Cazicel Fizs
Dri=aricc - x "‘ A28 \ a2 Yinlka 2 Sund &

“' B !

Floists
74 Conpmal Frniis 47

jHre v A TR

l

W pe el 1k
. m

27 Touck ul 5% E7EC

Food /Liguor
& ABC Liguor 6763
17 Bedrmal Licrown:
25 Hepsh Food Mo

Cleatiers ! Alterations
48 "onz Ouelity Awnnors A%-0F
" 903 “ong's Doy Cleamers #7155
126 Zeid's Cleaswers E7E-2022

a4 Shopping Deske

Furnitur:
B3 Dzape's Sales
114 Dhazess Furr

Gifts
1 Terner O
An Carom 1

Beauty ! Barber Services
10® Barbar's tai Sewdiz §79949557
BZ CGar: Bear Barber Zhop 762104
124 Ciry Burber Shon 6761879
51 Gale's Har Desigrs GTEG000
43 liptel Grand Salom G76-264
35 loap= A0
B3 zely Badies Brauty Saler SFi-0314
15 Murguress Beauky Salen A7etild
55 Hede nrman Somnetes £76M0
25 Haacys bail Studin  678-%l0
42 Park Awenue Hair Plars G730
TR Fairy Dayv Halecuner: 6760600
10 Fobys Cocffuze Dipgoes Evieiiel
Book Srores

27 Chzatar Boak Stere 8753751
75 Chmalan Scence Bxading Booo ATRAMAS

CarperiTile
113 Zarsisk. Tile & Machle Ca 61T
78 Tavlor 8 Sons Carper, Inz. 636500

- N y tae e £8 T-oin
£3 Zonma's Alerstinrs STGHET T
Copabgnment | Thrift
4 4o | Sheepe Ine Sl04897
43 Pa=t Performanos Bowrigqar 5745580
= Thrifr, Shap 474-E07]

PoLH WIE
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45 Amerizr Legion Tost
8 The Cam Ceneer/Bec T £7648 r‘~
g CHideer's Muscem  SHEE643
$18 Tae Depar-Laie Wabss Muse s & Tulunl Coreer G5
B2 Lae Yikl= Chamber of Commere: E£] B HE
B8 Vigepas o Sarrign Tars B4

Dance 'Maslal Arnts W
AE %olis Dance A S7e.7%M
M3 Acndemy of Toe Kuion T & K 6765002
o LIS Ciaye Barare  §394043
Electre SupplyiGerrice
ME Serew, Firrcric, [, £V M7
0 Flerrber Sleckra Setvce ST
& Fere Flermic o 5753477

Souwree: Lake Wales Downitowr, T, Lake Wales, Fla.
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Guatity shops and businesses are
just one regson 1o visit downtown
Culpeper. Special events,
historical sites, frue custorer

service, distinclive merchandise, <

and a genuine community |,
agtmosphere are all part of the
experience that makes — #4

downtown a great shopping

destination.

Frovided by CulpeparRenoissonce Ing.. Published Summer 91
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201-A Marin Seath Straet Culpaper County......ouv.......... 825335 kit eyl R
Forgai-hletet Horlst & Brigd ... 825010 135 West Comaren Mrse Fores's Dell & Bokery R AEST
A Nisgth Mof Sirast Counly Dapl, Socks Services ... .. BZ5-12510 143 East Bovis 31rea’r_
155 Wikl Chavls Hrest
Rongy's Agnasans, Bt o BN Pulpmmar & g, ot —
127 wiest Txavls Sreal | 2;!':'”0”; éu' ’Efl. S‘ITEET REPAIRICLEANING
Crilpapar Downtcwn Ao, .. B3 S08 ARTEE FOWATD B0 L e e DI 20BI
FARM SERVICES CulpEper Past O4ice ... . B25471] e 125 mgr East Straed iz vers
203 51 Main Straet PR DIHECES oo e JEDPE
& SUPPLIES . Cullpeper Herminurge | . BZEAA1E 117 East Culzaper Svest
Tty Feora Sardee L L BE2BAT & Eagt Jerves Sroot Poncs Winteh & Coock o o BESAAAE
G925 Wouer) Poze Boilca Japortmant L EISLAA 115 Scart East Straed
Culpeper Mackine & Sappby ... A28 bag Wiest Cameren Srea
105 Cermmence Sreet RRC 3., 410 South Main Sreat . BZ5-3100 WOMENS APPAREL
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PROMOTIONS CALENDAR

It is a source of security to & prospective business owner that the downtown has an on-going
quality mix of retail sales, specigl avents and image adverlising. A good calendar of cvents also
shows the professionalism and quality of the district. Finally, the types of promotions indicate
a great deai about the market position of the distoct and the types of customers it attracts,

Informarion 1o Include

Information about loca! prometions could include:

* abricf description of each event noting highlights

¢ alisting by date of the vear’s events, both downtown and elsewhere in the comrmunity
*  types of attendees, recent increases in atiendance

* geographic draw for majer evenis

* bypes and amounts of publicity received

* quotes from local participants

Formmt Options

* Develop astraightforward list of promotions with datcs and descriptians.

* Inciude the marketing piece for the anmuai promotions package with descriptions and costs
to business participants.

*  Include the promozions calendar in the business directory.

* Preparc a szleced list of annual events, conventions and sporis cvents from the chamber or
VISitor burcau.

* Include a newspaper articis on a major event

*+ nclude the brochure from a major festival,

66 ~FILL nvThHE PLade BusiEss RECEINTIENT
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Special events & attractions

Entertainmant

Attendance 4l tha seven profoesional
thearres, the gight screen cinema and cther
erntertainment vennes tops 1.3 million
anrually, Performances: ao Memerial
Anditeedum aoregst more than 339 000
PR YEE[ G COWnLitg Spuriigd evenls,

Sports

WHY Foekey: More than 722 000 parsnng
attend Buffilo Sabezs regular and post-
522507 hamne Bames.

AAA Raseball: Buffilo Bisons games
eontlnually sei actendance recornds and,

in fagt, haveachieved highest ali-tirne single
&EASOR Tniner leagne ttals. Fiest minar
lesape team to top 1 million attencaroe
In three consecu bive years, cutdrawing even
somne major league teams. Aversde atten-
danee iz 16 400 per game, with 41 sellooss.

ExXAMPLES OF PROMOQTIONS INFORMATION SHEETS

Comvenilons :
-Conventions, cradeshows and pomeaicn
events akbraot ware than 7000 penple
tn the 3ufan Comventian (enter rach yean

Special evenis

A shedute of promobizngd svenls
attracts odreds of thouzands of people
te BulFalo Place theoughout the yean

EVENT DTE ATTENDANCE

Snow Sculpsing Dompetition Fehrary 22 0H) (3 dagsh

magifiest ey BT

MET Flaza Evenls Furne-August G000

Country M_ELT‘IPE o T'-hursdaq.-'s, 30, 0 wrpes
June-Detober

Thursday al Buffalo Hac: Thoursdays, 2.5, 000 week
June-Angust

M Thste of Buffals Iy 40080000 (2 daws)

Mew York State Wine Festizad August 40, (R0 {2 dags)

Curtain Up! Sepembes 15-35, 00 (2 damve)

Sports Week Gepternbe: 20,000 {8 days)

Frienrghip Trei slowember ER [IH]]

Great dolidey (ift ey Hewvernhar- ERINE
Trrember

Fiest Right Bulfdo Drezembier 200, L0

Sewrer: Buflnle Flace Fac, Buffale N F.
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PROMOTIONAL
EVENTS

DOWNTOWH = WASHINGTON

EVENT FERIOD EQCUS  BUDGEY ESTABLISHED

Sidewslk Sales AprilidulySept.  Retail 1 4in 1973
Snritag Fashion Show April Women 1.&0D 1950
Preservatlon Week May Ages G-f0 JG0 1901
*Art Fair/Winalagt blay Agea 3555 ZI0O0 19582
“Summer Concert Weeksnd June Adeg 2551 1,800 19R4%
*Historic YWashington Festival October Apen 1565 4,040 1881
“Chili Cook-ail (hetabear Agles 3544 A0}y 1388
Maonlight Madness Movember Retall 200 1573
Christrnas December  Ages1£0 3500 1973

TOTAL PROMOTIONAL BUDGET $32,000

*Averade attendance I 3,000 to 12,000 reaple for special avents.

Downtown promotional events have, over the years, become
anchorsel the communily. No other area within ourmarketisso
heavily, or so successlully, promoeted. Downtown's ability to
attract patrons today (shoppers as well &3 volunteers) nray e
unprecedented.

The promotional calendar of Downtown Washington is under
constant revislon and update. There nuay be evenis changed or
renacwed from time to time.

ADMINISTRATIONS
BUDGEY — 58.6%

PROMOTIONS
BUDGET — 41.4%

Foerce: Doweriows Washiy on, Weshingron, AMa
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EDCHESTEH I5... Speclal Promotions for a Special Community.

Lioing the extra mile is what has helped mzake Rochester one of the mast
popular communities in southeast Michigan. And i#'s not Just because the
community of Rochester is committed to growth—it likes to bave fun, b,

Here's just a sampler from Rochester's bountiful bifl-of-fars:
“T've wways boved Ko charm of @ Art ' Apples—Michlgan®s second largest uried art fair, aifracting guer
Rechesler and bz cmaittown 180000 people to the downdown park in mid-September. The Pochester  © r biscimore o soesaia:
soaze ol commmatty. Bow 5 fypts Commission, the Paint Creek Center for the Arls and bocal art boutiques 1w ire il i+ Rocbeszze

growdl prbentizl and the atel gallerles keep this oeative exciternent building year round. §nce 1907
inralushle zecictamce o] @ Chrisbmas Parade—a tradition half-a-century old that draws tens ol “{ils wat Just the event, but the
o bocal iinatses byt thousands of adults and children of all ages to the heart of Downtown imbg tee cvent qeales, an o'

DDA makie H 2n oven more Ruochester. Known as one of Michigan's largast parades, the event focuses  apples may ony lasta weehand,
wracthee place bn ctartaniw  media and public attention on tha downdown area throughout the eardy bt s an attimde we try b
remtore Bhe mien weeks of the holiday seasan. promete 165 davs o year”
Canmie Nanmina. Halbier lows @ Heritage Festival—an annual event that transtonms the park into 3
thr Htabs, 3 beokshep fo: <hildes  weehend-long celebration 'of Rochaster's past.. and offers businesses a
oomed inRothecierin Nay, 1988 chance to capitalize on the fun through thematic window displays,
' promotions and sales evenls.
o Sidewalk Sakes-2 three-day event extraordinaire that sees thousands
and thousands of shoppers flock o the dowmtewn arez. Rochester
umingsses roll oot the red carpet during this annusl edravaganza—with
many reporting their Mggest sales days during this perlod of luly.
= Lagniappe—in Franch, Ifterally “A Litthe Something Extra™ —and in Fochestor,
yet another chance {or dawntown businesses bo open their doors Lo the com-
munity. Ater rafrecshments, gifts, and cambers have kicked off he holiday, Main
Street sparkles with light for the rest of the koliday shopping season.

Any strip mali or shopping center can put up a few decorations far the
haliday. But nome can compare to the excitement of at eftine community
celebrating the spirft of the season—espedally when that community

is Rochestat, : :

Rochester is excitemant. And when H comes to special events, that -
pxciomert is contagioos. '

Souree. Rockestar Diowwrtowr Dhovelsprment Audiorin, Rochester, WY
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REVITALIZATION PROGRAM INFORMATION

Another overview page should inrodues the reader to the dewntown revitalization O Zami Zation.
Az a spongor of the recruitment paciaage, the organization should be feanred prominently in the
matgrials. This page explains what the OIgarLzation is, who supports it, what its gnnual work
program inciudes and what irs accomplishments have been io date, Inserling quates (rum
supporters {“Why | support Downlown Mainstreet, Inc..™) gives further evidence of the
organization’s credibility. Not only does an active downiown organization give the provided
wmarket information credibility, but ifs availability for OnEoing assistance and support can be
invaluzble in saving a business ouner time and money, It also indicates taat there is g EToup
dedicated to improving the business climare and avaiizhle to advocate for the needs of small
businesses.

Information to Include

Include a program brochwre or fact sheet that shows the goals ard accomplishmenis of the
organization such as:

¢ Tssion stetement

* list of priorities and projects for the ewrrent vear

¢ hstofboard and vommittee members

¢ deseription of past accomplishments

* reinvestmert figores, gzing in businstses angd jobs

¢ stattments from others about the crgamzation’s effectiveness or information on awards
recelved

Format Options

¢ Include the anneal workplan summary or anaual ceport i they are bidet and high quahity.
Some organizations publish a short annyal document that inzludes the mission slatement,
past accomplishiments, cument goals and board and committee members,

¢ inchide a membership or fundraising brockure,
Include a recent newsletter

* Include 4 positive press article or editorial
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EXAMPLE OF 4 PROGRAM INFORMATION SHEET

“Virogisa: Revitalization Projects'and Accomplishments \l
. m .

. DESIGN’

" Il Downtown strestscape project mmplate August 1991, Appmum&tel_y

ORGANIZATION . - . o ' B

The Virogua Revitalization Association is in its fourth veat of the State Main St.reet

Program, which was developed by the Wisconsin Drepartment of Develapment. Many

changes have taken place since Viroqua became s Wisconsin Main Strect Chty, listed ave Just
“afow of the major sceomplishments in the fisst three YEaIs.

Bl 12 cxtoror amd 14 interior renovaticns in 20 dovntown businesses totaling
_$450,000 in private reipvestment. _

$400,000 in city investment.

Al Mam Street buililings lined w:th ‘thl'f! hg.hts fur Qms\‘mas and Tajor pmnmtmnai
avenmts. © .

[ ] Desngnamd slgn gmdcimes esrablished for usa wlth the }r:rw fnterast loan pool

ECONOMIC RES'I'RUCI‘URHG
H Nine brsinesses moved downtown and four expanded ereating E:!Eht niéw J:}bs
W A business assistance group was established 1o help now or existing busmcss Th= group
" i3 made up of local retired professionals and ERKIEPIENEUTS. -
Bl A business Ietention program was established with regular edncﬂmnal serminar 1ok
‘gffered. ~

Il The Revitalization Associatian is an active Organization wuth over, GEI voloptesrs working
_ 0n 15-30 prejects each year. With an annual budget of $55,000 , the pIganization sup-
) p:ms a full Hme ma'mgm pd.l’t—t]mt.'. assutant and maintains 4 bMain Street olfice.

PRDMU'I‘IDM .

I Distributes an award winning eight page newsletter mailing 1o uer 700 area residents
- and businesses bi-monihly. Articles about business chaapes and improvements, valuo-
teers, and organizational activities fill the publication. .

Il Waorks on six promotions with the Charnber Retaj] Promoters cach, yEir.

#l Deovelops a promotional calendar cach year for the Virogqoa area.

M E:tablished and mEnages &’ yearly Farmers Market where jocal produce and crafis ara
‘sold. .

Source: Firogua Revitalization dwociaror, Firogua, Wis.
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BUSINESS INCENTIVES AND ASSISTANCE
The information should include an exciling description of the incentive programs and business
assistance efforis available to nvestors in the district. It isn’t necessary for all of these programs
to bz offered by the downtown crganization; rather, this section should show the cacrdination
of efforts sponsored by the downtown organization, city, county, state and federal agencies and
the local financial community.

Information to Include

The information should cover programs, training and incentives that belp to reduce the nisk of
failure for smal: businesses such as:

+ financizl incentives

+ histonie district tax incentives

»  dosign gssistance

parking programs for emplovees and customers

special tax districts or tax Increment financing

special incentives for certain types of development, like housing

assistance of the downtown manager and downtown organization

one-skop permitting service

business assistance, training and worksnops
o market information available
-« gootacts at city hall for permits and licenses

Formar Options

» (e page list with brief desenption (pne paragraph) of each program with name, address,
phane mumber and contact person. f budpet permits, feature photographs of projects that

have beoen completed, or businesses opening, as a result of ang or more of the ssnvaces
dezeribed.

-y oo BLark BUsikLes KEckUInENT
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EXAMPLE OF A BUSINESS ASSISTANCE INFORMATION SEEET

DOLLARS & DESIGN ASSISTANCE /|

LOW INTEREST LOAN PROGRAM FOR RESTORATION /
REHABILITATION OF DOWNTOWN PROPERTIES

1. Prime Rate Lean Fund ($1.3 million availability)

The fuan program is o encourage Teinvestirent in business and propeies located within the
Wooster downtown ares.
Any knan grantad should lead to the imorovement of the downbeawn arez a5 a quality enviran-
ment: this inchudes shopping 2hd business transactions and any social or cultarsl activity
Toany will be granted for the ollowing Improvemencs:
g) Physical appearance of the tacade of 2 building
by Exterlor structura. improvements that are in conkea wilh the bullding facade

*cj Intedor rebabilitation that 5 consistent with the external improvemenis and includes the
ultimate utilization of stredl and upper kel spacss

dv Any project inwohing exteriar and interor rehahilitation shoutd utibze the Secretary of [nlerior Standards for
Ristaric Prezervat.on and the Kent State Recommendation Study of Downtown Wooster for project puidelines.

e} Consideration of interior impravements to the bullding shauld e hased an said improvements hecamlng 2
reasonably perranent part of the bullding ic windew Lrcatment, carpeting, Jaint, built-in cabinetny, e,

*Facade and cxternal sructural improvements are of primary consideration o the Project
Review Committee

I} Sketches and cost estimates will be reviswes by the Project Review Commit:es of Main Street Wooster, Inc. for
design appropriateness; desteh approval on the proposed project well be issued in writen form to 28 piesented
to the partuctaating fnancial institution
Baced upon the indwvidual [inancial institutdon's credit appeoval, the loan will be gramed per the MNew Yotk Frime
rate, as published daafr in The Wall Street journal The rate shall loat and be adusted per the policy of each
partcipating fnancial instiution.

Loans are approved at $100,000.00 mexdmum acd $2.500.00 minimum. {A& project la:\gcr'thau 310000000 may
be considared by one or mare of the participating financial instimtions.)
2. 7% Loan Fund ($360,000.00 availability)

3] Fhy=ical appearance ol the facade of & building

Bt Exterior siructural improvements that ane in ¢ontext with the building facade

o) It is sugpested that any preject involving exteriar restoraton / eehakilication, utifize tfe Serrstary of nterior
Standards for Historic Preservadon and the Eent State Recommendation Study far Downtown Worskee for
project quidelines,

Loghs are approved at $50,000.00 maximum and $2,500.00 minimeem
All terms and condlions are sibject ta the requirements of cach participabing hnancial insttution.

ARCHTTECT FUND .

Furpose of the fund will ke 1 aid property owners interested in restorattan  rehabililation of dewnlown area
buidings. An architect would be hized, on a modest retainer fae to congalt with property cwoess and give sugeestions
and rocommendabons for possihle mtyte restoration.

ap Ong-half of the inilial consultaton fee will be paid, upon receipt of bill, by bain Street Wooster, tne., the amaount
not (o cxooed FH000

by a copy of the archibects slgpestions and Tecommendaticns, given to Lhe propersy ownen wonad be secl znd
filed with Main Sireel Wooster, Inc. ard is neceszry for payvment of the ane-half of the inital conzuiting e,

The existence of "his fund will be contingent upcn projest funds avallable and approval of the Board of Thusteos of
Man Sbeat Wonster, in

Source Main Street Wooster, Tre., Woaoster, Ohio
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Profossional assistance througl Buffalo Plags

The Buftilo Place professivnal staff works @ Informetion on ewetite, stors hours
in partnership with prospactive metchants, and holidays

husinesses, property owNers, brokers. = Markatng consultstion on an
tenants and artists to Belitate the process ongoing basis
of locating here. Specific areas of m Retait and business Tecrlicment
assiszance include: 8 Profesconal technical assistancs in
w Locatirg space for saie or lease arsas of leasng, merchandising, financial
m [lzta on pedestrian crnts operations, imventory, spoce design,
m Basing city permiit procedures and layoul and secarry
construction problens m Buffale Place can also aot 35 a lisison [
m [damtifying sourses of public and atner egencies for additional sources of
private Bnancing biginess plaming and financial asistanee
w [dentifying retail developmen:
gpportunities
m Infowmation on parking avaitabilicy,
hours and rabes
W Anpess te special surveys, data and
marksting studies
m Retall marketing sssistance

& Preparation and dissemination of
niews releases on nes husinesses in
the district

m (facklist for coodaeking a swsgessful
grand opeding

w Cpportunizies for sponscrships or tie-
ins for Buffalo Place special evenls

m Tiedins with Buffalc Place saes
promations

m Suppuert, R special sTeffic and sles
Eullding events

B Visibility through listing in Buffalo
Flace retaler map and directory
cistripoted throughowt Western Mew Fork

m Awnrenagz ehrough 2a-Four Buffalo
Flace event and infirmation hotling

Source: Huflafe Place, e, Bayfizln, MY
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INCENTIVES & ASSISTANCE

DOMWNTOWN REINVESTMENT LOA™N PROGERAM

The Sparta Main Strect Program haz dewglopsd & log program thrqueh the gegperation of four 2ocel Bnancial mstitifiona,
available 10 Dutinessbailding ewmers kcared in the Main Soeer dismiet, Tos maxis om Jean amoua [ 3f cagh loan will ant
cxeced $25 000 and orojests must Foliow the Sparta Main Street Design Geaidelines.

The purpcss aof Uil poopm B W opree Eee visosl Doegs ol Ce desmiwn cononensizl districl Fuor Ui ieason, all appli-
carile musl inchule inprosements thed involve the gxecior of ihe boilding. These improvements incluhs bul ane wel Hoiosd e
window Topair or Igplacement, sxterior pandng, brick cleaning, mastnry work, roof repalr, awTiogs, and Sgos,

The rpof is comzkicred an cxierol Amproyarment, but smee it is aod 3 visible impeovement other exterior wimk is requiced &
B lagable Lok e boan program_ 1T 2 foot nepair 15 phaet of he loan, & mandaiory 25% of the roet™s sodl will be made in oder
CILCEON IMTvEments.

Interinr renovaions can be made 1o the boikding theoogh this program a lang as ealy SO8E of the loas 35 appropriated for
these inprovemeanis. These Impravements el bor ae nor Lindied 10 mal cstats improvemenrs, mechanical, electrical, and
plwrbing,

Interioe mapmoremnents 2o nat 4 rgoircment of cligiblity in thic program. Extedor mprovament costs could enconmpass the
rotal g, wher interior improvaments conld he eaby 50% af Cae taeal kaan program,

SIGH AND LETTERED AWNING GRANT

# [pnd has been st aside by Spara Main Smest to administer 3 mawching Amds progam which woold allow busmess! build-
I Ceeners 10 kave an appeturity 10 make visihls impraemants b sheir Boilding. The peadn cat aqual po mare than ST of
tha intal nroject cast. The prantis a maxiraom of 5300 and is available ontl the fond iz exhaust=d. Applications will be
ciwiiwssd by (he Spacta Main Steet Program. Tha geal of this grant progran i2 0 reduoce the sipn cluner of doarsam
Sparia.

INVESTHMENT TAX CREDIT FOR THE REHABTILITATION OF HISTORIC BULLDINGS

A subglantial ingentive is offared 10 xpayers who contritute to e preservarion of gld and higegic baikdings Kated on the
Matinnal Regisier of Historic Poaces. A federsl ineome t@x credit equal w 204 of the cost of whabiliestmg 2 hissoric building
listod on the Matignal is available, This i ot jumt a deduction. It is en sctual credit off yow Gability. To obtain this mvest
mcnl kax credit, (which it a credit off your liability ), a theee-pait application wit plicto docwesanbation is coygsied. Also, o
rocaive the credic the rahabilitacon mog e substantil, A subsbntid rehehililatian is gne o which the taxpaver s coes
v e preater of $3000 o Uz adjusied basis of the budlding (acmal cosc mines any depreciadon already aken), The
Creaiy i claimed in e year Lhe rehabilised boilding haz been placed in zarvice. The cehabilitation most be done i 5 24
monh period or ap e 50 monbs n 3 placned, phased projgct Al slements of 2 tohabilifafion pegject must meet the
Socraury of the Inedor s Sandands far Rehabilitation.

The Siabe of Wiscorsin also has a 5% (ax credit avai'able whick fellows the same puidalines as tha Federa’ Tax Credic
Pragram .

FREE DESIGN ASSISTANCE

blain Street offers desipn assistance 0 bulding owmerz and Roants in the Main Sinest project 2120 ar no cost. Qwmers and
Lennaars can schedule appoiniments with Wisconsin's kain Streed designer. The achitscl provides conceptual drawings, gen-
el toet projedions, and meommendations e dasswown baildng improvemcots,

FOR MORE INFORMATION ON THESE PROGRAMS CONTACY THE SPARTA MATMN STREET OFFICE AT
[GDE) 269-4080

Source. Smrenr Mein Stvees, Sparda, Hin
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ANMENITIES AND SPECIAL FEATURES

Cften a pure discussion sbout economics dogs not do justios to the atmosphere and charm that
are essential parts of the anraction of a downtown of business district locatian. Offer an overview
of the community’s finest fzatires. Location, quality of life, schools, ars and family atmosphere
are typically emphasized here. Providing a bnef history of the town and the downtown’s
significance as g traditional center of the community will also help. This section gives the
potential investor a sense of communily.

Information to Include

The team might consider hightighting the fol.owing kinds of information:
o  history of the community

o historic structures and disiricis

v waterfront near or in dovmtoam

« parks, fountzing or court house square
s attractive streeiscape

¢ public ant, murals and senlpluee

s scenic beauty, views

s aris centsrs

¢ performing arts centers, Theaters

o colleges and universities

Farmat Options:

s Develop a summary sheet of these pogitive elements. Tlae phategraphs from ncal attractions
to illustrale.

o Include an historic walking tour brochare,

s Use a photograph of an sttractive block or building on the packet cover or as a graphic on
one of the sections.

T2 -Tor naTam Tecm TRresE3s RECAUTENT
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EXAMPLES OF INFORMATION ON LOCAL AMENITIES

Sources: Threeyerrs lates, Virogua grew iram thie Iophguses o :
g} Msin Strest 40 sty I::mses ?.nd_ES_I} mhabitants: s o A

Wogsier, fae., ijqua Firgte:

Woster, i | Bank (13563, m:rwspapn: Tthr.:n:rn mu:ﬁ{ 1836,

flasbiom) Virogua | pos odbics: (135X, Warary (1356) and mil secace( 19749,

e | The tragedy of 1865 best desaribes the spirit of Wiz

wam”‘mnfw' qua. In that year, s tornado nearly wiped ou: the vil-

Firogren, Fis bage_ The idllzpe was rebuilt and in the spring of 1666

WOOSTER FACTS

ACCOMMODATION: Thers ave =ix hotels and mawke with twe hundeec sisty roomes i
the Wooster ares.

AGRICULTURE: Rich agricultutal lands sarround Wiostsr, Cash receipts from daenr
proqucts, cattle end calves i Wayne Coungy are the highesl in the state. Wayne Caunily
tanks fret in Gho in the productiog of hay aad cas.

ARETS AND <IJLTURE: The Wayne Canter for the ATIS, Jocated in dememitown Winoster,
Sphnsars reatitals, art shoes and Slasees i 3 variety of art ferms, Community theatrs
preductions are neld in the downtown Gateeray Inn The Callege of Waooster invites the
public Lo its lectures, plevs and <homl, vocal and synmphony cancerts, incudrg @n annual
arpearancs of the renown Cleveland Qrcrastra, The College is the kome of the Ohio Light
Cpera Company whoss summes producdons aticacl people Do il sy,

CHURCHES: Fowty-seven chiedhes representing the Prawestant, Cathelic and JTewish faiths are [ocated hers,

EDUCATION: The wooster Cltr School systern includes eipht ele fehools, one middie schoal,
ona high scheod, one patechlal school, a Ceunty Caneer Center vocational sthopl) and Boys' Village (@ (acility
for bovs with special nesds).

FINAMCIAL TNETTTUTIONS: Seven financial instingtiors hawe their offices m downiawn Waseter

GOVERNMENT: Woosters Charter sel wp & Mayer/Coungl Rrm o gevernment The Fies Division atso
provides e ncy medical service:. Addilicnal puice proweciun with, specid Koy o] olbeers 35 visilaly
during ﬂv_‘%m shopping aceann. Woostors sroets are well maimtained throughout e year

COMMUNICATIONS: The Wooster Dally Record is the major ne Cﬂgipar Cime AM and onc EM radic
slatisn and the Collape of Woostars P 2tation brozdeast in ibe arsa. elewision 5 meilable from &
hocal station which ofers 33 channels and same local programming. Telephone semvice s thooogh Uniced
Telephone Company qr oo Wecrsmm Union service ke avallahle.

TANFS: Wowrkar has ane ol the Mwer iteneme faw satas in Do — 1% Comparesd with 100 major schonl
districts in 1928, the Waoster by Sthool Districl is (axet At & @ie of 8125 tmills okt below the averape of
6733 mills.

Historical Facts

L

vimq'ua (Vi-ronwsdowa ), Wetcomein - center for rommeroe, indestey,
grverniment, sdicabon ond enlerieinmen: in Yernon Caunty is ang of
feb eestrdt Btan iiful a5 well es huw pg some of the mast fertile [and inthe
State af Waeansin, An apva of pictueesgus hills and »alleys and fores:
erizgtod) tid e bocated i n the drifiless, unglaciated area ol seuthwese m
" Wisconsin.
In 1846 Mﬂm Decleel, a lons pospecior Day I:]!IIE thraugh terriksal| ‘N:sm.us_[m vame upun this
Flacc oftreaucy anad meat keed 1he sput with tbe buildiog of the first log cahin onLhe lacation now £navn
as Wirogia. T 1850 the site was surveyed and plotted and the village of Farwell namead in hancr of
Goveonwr Fareell, was borm o 1354 the name wee changed 1o Vinigsa.
L £250); Muses Drocker was alded by the setlless i erecting a gatherng place. Fowas tosanaasschaol
“huwee, coutt housc, church, 20 18 creaton center. it was in this bm]d:ng ﬂ:an.h:thr*un Cour wis
E.'rs:]'ln:]din 1851,
I 1852, Viroqua was dtmgnau:u 73 the mun}' seat berause of its stra: cgu: gl:ug;mph eal p-usltlm_

was inenrporated, holding fhe fird council esting
June 1, less than & vear afler the tornadn visitainn.

Vimqua L= Eirel, Lrakng Bewih 1874
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BUILDING PROFILES

Communities often nclude a place in the packet that can be customized 10 show specific
“oppertunities” such as & recently renovated structure that is now ready to lease, or a proporty
for sale. A two sided fact sheet could include a photograaph of the buiiding facade and a listing
of pertinent information: address; current owner or sales agent; assessed value or askng price,
dimensicns of the property and building, signilicant feaatures that will make the property
aattractive to the prospect, number of floors, entrances or parking spaces; current tax payments;
and any other frature that wouod make cwnership ot rental of the building attractive--eligibility
for the 20%, faderal rehabilitatior. tax credit, for example.

Information to Include;

Tha team might consider including the following types of informalion:
s A fact sheet about a major downtown redevelopment project

v Information on a specific buildings or vacancic

« A list of realtors

Farmat Options:

s Develop an information sheet for vacant properties inclading a photngraph and building
information as described above, only highlighting few propedties.

s Create a briel list of current vacancies, or buildings Jor sale, updated regularly.

» Prnt a blank sheet with a title such as “Specific Opportumues™ that ¢an have mformation
ieroxed onto it 83 noccgsary.

B - Bt mr TR DAt Boaises: FEchUITHENT
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EXAMPLE OF A BUILDING PROFILE INFORMATION SHEET

READY FOR BUSINESS

Main Street Oskaloosa
Commercial Development Opportunities

FOR LEASE

* Thrae floors available 1or
rertail specialty shops

* Ground floor cansists of slx
spaces, Lower level and
second danr will be divided
o meet the needs of each
retailer,

* Spacesrange from 400 sq. ft.
ter 44000 5. L.

* Rant $250-$1000/manth
All uttlities furnlshed

* Excellent retail lpeatian

* Lacated in historic distriet

* Buitding has working
glevamr

121 High Ave. E.
“Ole Towne Squarse"

Seurce LMam Steet Qukaldonss, Oskaloars, Towr
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AND LASTLY, A PERSONAL MESSAGE
The Sales Pitch

Sometirnes ¢ven afier gl of the data and information is gathered, the sales pitch for locating in
the business district still hasn’t been made. Many packats include a piece (hat specifically asks
the reader 1o “come and check us out”™ or summanzes the reasons why the district is a great place
to do business.

Some ideas for a sales piece include:

» A list of reasens why downtown is the place to be

o Newspaper or magazine arficles cxtolling the virtues of the business district
»  Cuotes and testimonials from business TS

e A list of 10 good reasons to locate in downtown

s A message from the mayor, clty coundl or downlown assoclation president

The Personal Contact

I is important 1o take the time (o sezk out fpecific nvestors and conununicate directly with them.
Personalizing the cover leltor 15 one way to show that vour organization has handpicked that
business for consideration. A businzss card gives the reader a contect, someonz who s
responsible for fallow-vp, In general, the persor whe signg the 1=tter should be tie same pecson
whose busingss card is enclosed, if the letier is signed by the diroctor of the orpanization and the
bugmess card is from an associaze, then the letter should state that the recriit will receive a follow
up call from the associate in the near fiture.

Information o Include

* A meszage peared dircetly to the businezses: include tailared demographic infarmation,
markel Uends, busingss assistance and incentive programs as well as other available
amemibios.

v Business card from the propgram director or person heading up recruiting tearm.

Format

o Cover letter in front of matenials
» Business card inserted in slot in folder faps

7 -FoL oiTHE Brasw BUsnRss RRORTITRERT
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EXAMPLE OF 4 COVER LETTER

Sparta Main Street, Inc.

TO.Box 232 » Sparla, Wisconsin S465640232 o (608) 2R9-4080

[rzar Retailer:

The eitizens of Spana and the sarrounding area appreciate your time in reviewing this package @i con-
sidering Sparta for your rtail bocation

As you examtine the enclosed materials you will leamn a graar deal about’ the faces and figures of our
tommunity. We belizve that Spama has noch of which to be proud. Because of our extensive markel
analysis, we alzo believe thet yoor busines: will increase the vitality of our “Main Streer”,

This package includes information on our tansportation system, lsher foree and school fystems,
However, what is really fmporiant are the people who call Sparte home. They continue e TEPIESEnt &
derermined community spirit, focusing upen the long-tern, veonomic viahility of Sparta.

The ¢enter of the Spatta business comimunity is the downtown area. Local area residents smd visitors are
drawn i downtown because it is the canter of City and Courty government, medicai fasilities, finansizl
msiutions and the post office. The Spirta Main Sreet Program has eneTgized ow dowatows businzss
1s7ict and has solidificd Us importance 10 area shoppers. We befieve fro our research fha YOLT type
of business would be profitable and wewld “urther enbance o “Main Sieet™.

Than!: you for taking the time to consider Sparta, Plaase rememnber (at the Sparta Main Smeet is here to
ASESL YO in any way passible.

Sincerely,

—
'l'iiutugdl_,;m!g's, Chaimmar.

Econontc Restructuring Committes

Source: Sparts Miwe Streat, Sparia, Biseersin
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II. GRAPHICS AND FORMAT OF A BUSINESS RECRUITMENT PACKET

Crraphics

Contents and visual appesl go hard in hand. No matter how snappy the eraphics, 2 business
recruitment package won’t altract investors unless it has accurate, epealing information insids.
Cenverscly, if 2 a package is not lnviting to look at, the information it contains won’t convinee
the recruit to respend. To be effeetive, a recruitment package must have graphics that are:

* Bald. The recruitment package should express the confidenze and zssertiveness of the
organization. Its graphic image should definc that confidence. Fussy, fine-line drawings or
the use of many images will confuse the reader and obscure the reason for the piece—1o get
people interastzd in your district.

*  Clean. Agam, clutter robs a package of vitality. The graphies should be sharp and crisply
defined on the page; freehand and freeline drawings are rarely clean enough for a
recruitment package.

* Representative of the district. Itis faral to sxageerate the visuzl appeal of the comemercial
digtrict if' you cannct del:ver that apreal when the recruit comes to town. Err on the side of
understatement.

¢ Compatible wth the downtown or business organization's logo. Too ofien, people
belicve thal every docunent cmanating from an organization must look (he same. Not toye!
Diversity expresses thz creativity of the organization. Do not fecl compelled wo use the
carporate logo as the cover design for the recruitment package. Instead, strive for some
confinuity between the logo and the design selected tor the package.

Continuity e2n be achieved through the use of calo, typefaace, artistic stvle, paper stock,
slogan. .almost anything B certais, however, to retain that continuily; While every ptece
docsn’thave 1o have a “cookie cutter” look, the reader should e able to tell at a glance that
2 vancty of materials were pruduced by the same top-notch organization.

* Be used throughout the package. The cover is onby the beguning,  The rest of the
package--the inserted pages. mans, brocaures, even the mailing envelope--should reinfores
the grophic theme. That requires & graphic design flexibls ensugh to be modified for aall of
these purposes.

¢ Professionally designed. Your projeet’s graphic image deserves investment :n a competent
graphic designer. Cutting comers to save dollars at this stage will convey only one message
to your prospect--thet your crganization is not professional cnou gh te deliver 2 high-quality
product.

Quality does not have to cost a king"s ransom; if you work in partnership with the
designer, your costs will be minmized and the product will better reflect the goal of the
organization. Too often we pay designers 1o think for us as well as Lo create a specific
muage: It is cur job to bring an image 1deal to the desiener, who then shapes 1t into a graphic
design tiat itz the organization’s neads,
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Formai

In terms of ereafivity, the sky's the limit for the format of the recruitment package. On the other
hand, creativity rmust be tempered by the realities of the business world. Centain puidelines
should be considercd.

Size. 812" x 11" ars (he standard dimensions for a business letier. While that gize may
seem boring, itis universally recopnized by the busimess reader. Odd sizes and shapes may
capture immediate attention, but such packages frequently annoy the reader becanse they
carmol be easily filed, stored orretricved. 9% x 12" mailing envelopes should be coordinated
to match the package.

Color. Hiph quality can he aftained by selecting nich, nentral or vivid colors; for instancs,
irnihe green family, huoter or forst grocn are appropratz, while lime and chartreuse are nat.
Prstraingd use of tecond and third colors will also grve the appearance of quality, Also, the
greater the number of colors used, the more expensive the print process. Consider a colored
paper stock and a one- or two-color choice. Text copy should always be printed in black or
another dark color; red, blue, orange and &)l pastcl shades are defintely taboo.
Smgle-fold, two-pocket cover. Again, simplicity vields elegance and quality. A cover with
a center fold and wwo fhcing peckets on the inside aabsorb a significant ampumt of
information at a single glance. It alse allows the reader ro recreanize the information in a
fashion that is best for them. All mformaion pages should be lgoseleaf,

Ladder cut or sequentially cut information pages. When the lalder is open, the reader
should be able ts scan the page headings of every offcring in the package. Ladder or
sequential cuthng also gives the interior of the package additional graphic interest.
Business card slot. Itis a simple process te have diagonal slots for a business card cut into
the interior pocket. The businzss card 18 more wvistole and is lass likely to be lost or
discarded.

Mailing envelope. The mailing envelope is often overlooked as a desien elemeont of the
package. It should display the graphic image 1sed on the folder--or tha orporate logo--in
the return address area. The envelope should be of the same paper stock and color and
employ ths same typeface and ink as the rzst of the package.

Some Felpful Hings

The production of the business recrvitment package can make or break its effectivencss. After
the information has been gathered, the format set and a smashing graphic desizn ereated, then
it’s time to considzr the following; '

Dan’t scrimp on the imporiant thiogs, Spend the money on ths clements that produce
guodiy. If vou can’t afford an expensive element, leave it our or find a gimaler alternative,
Paving for poad graphics, high-quality paper, photographs and reproduction, typesetting and
printing arc all sound investments

FIos e Bnaxk BUsiHESE REORTTHENT - £5




a There are ways to save money. With a linle forethought, the costs of (he business
recruitment packape can be minimized. The use of high-quality word processing or desktop
publishing svstems can give you typesetting and printing of nearly professicnal quality for
a eood deal less money. Using a word processing system will alsc enable vou to customize
your packags by personalizing letters and keeping demogeaphoc, market and property
information up to date.

Angther money-saving tip is to plan the production of all major publications so that they
can b bid as 8 group. This method can save you money on the printing process and provids
continuity of paper stock, coler, ink and typeface described above. Look for altecnatives to
the more expensiva papers of printing processes.

¢ Build in flexibility. Keeping the recruitment packaes as flexibls as possible is another way
to save on ¢ost, First and foremost, don’t bind the document, binding makes it difficult and
expensive to change the information. To that end, refrain from having the body copy of the
information sheets typeset; frequent changes in conditions in the distriet will either require
vou to reprint (znd re-set} pages, or it will foree vou to work with cut-of-dzte materials.
Using a computer and a laser printer will give the package the desired flzxibility and quality,
while kesping the information current and production costs within budget.




SECTION 6: SOURCES OF INFORMATION

1990 CENSUS OF POPULATION AND HOUSING

Taken every ten years by the U.S. Department of Commeree. 1290 Census data is avaifable in
a variety of formats, such as CD-ROM; tape; through the Census Bureau’s cn-line data sarvice,
CENDATA; on CompuServe and DIALOG; and, printed docwnents. You may be able to et
Census data from city hall, local library, regicnial planning agency or a local collzge or university.
The Census eovers population factors such as numbers of people, age, sex and race, housing
statistics such as number of units and cost; and economic characteristics such as income and
occupation. The Census Bureay publishes usefol reports such as Census ABC’s; Applications
in Business and Community. Contact: Cogtomer Service, Bureau of the Census, Washington,
B.C. 20233, {301) 763-4 100 cr on the Warld Wide Weh, htip //sww . census. govs

CENSUS OF RETAIL TRADE

Published every five years in years ending in 2 and 7 by the Depariment of Commerce. The
census covers all refail categories described it the S1C manval, Data are prescited for areas from
the T.S. as a whole down to municipalities of 2500 or more. It is one of seven economie
censuses—retail, whaolesale, service, transportation, manufacturss, mineral and construction
industries, The latest retail data is from 1992, Aveilable same as above.

STANPARD INDUSTRIAL CLASSIFICATION (STC) MANUAL

Publishcd by the Office of Management and Budget, available at 115 Government Printing
Offices. Lisls SIC codes for all types of businesses, The Census of Retait Trade (CKT) reports
sales information by S1C, and an abbreviated List of SIC numbers is also wcluded in the CRT,

CONSUMER EXPENDITURE SURVEY

Pubiished by the U.S. Department of Labor, and available from the U.S. Government Frinting
Office. Tt documents the expenditures of consumer wnits, zoughly equivalant to househalds, over
a period of one vear on mary major items, and divides the data by geograplic arca, aze gron),
and racs and income of those sw veyed.

In tae survey are national averages and figures for specific metro areas. Note that the figure given
for |he closest metro area, while more accurately reflecting the spending pattern of vour region
than a national averape, may still bz too high for accurate use in a small rural vommunity. To
£vahuate this, compare the income figures from the 1990 Census for that metro area with those
of the local trade arza. If the median honsehold income for the local trade arca is sigroficantly
lower than the metro area, the survey number may tiecd to be adjusted downwards accordingly.
Also, note that the survey does nat cover the same i-ems as the Census of Retail Trads,
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CONSUMER PRICE INDEX

The CPlI is published by the Bureau of Labor Statistics and is available for states and mewo
regions fiom most libraries. The CPI for the U8, in 1982-84 was 100, and for 1987 was 114.9,
a ratio of 1.149 to one. Therefore, if the retail sales figures in the trade area did not increase
botween 1982 and 1987 by at least & factor of 1.149 or 14.9%, sales did not keep pace with
inflation. Use the CPT for the metropolitan arca. clcsest to your commuinity.

DOLLARS AND CENTS OF SEOPPING CENTERS

Published by the Urban Land Instinuts, 625 Indiana Avenue, NW, Washingion, DC, 20004-253 0,
(202} 624-7000. Thi¢ putlication reports on typical sales by busingsses in neighborhood,
community, regional or super-regional shopping centers. The data shows rent and sales per
square foot of gross leasable arcs, property taxes, insurance and cotmmon area charges, and retait
mix in each type of center.

SMALL BUSINESS SOURCEBOOK

Charity Anne Dorgan, editor, Gale Research, Inc. (Book Tuwer, Detroit, Michigan 43226.)
Organized by type of business (e p, clothing storss, deli, shoe store,) this publication Hsts
rescurees to aid in establishing, expanding and maintzining a bus:ness, Categories include start-
up information, primary assotiations, educaliun programs, trade periodicals, trade shows and
conventions and franchises. Available through logal libraries.

PRIVATE DATA SOURCES

Many companizs publish updates of retail data botween cansuses. American Demographics
magazing {127 W, State Street, Ithaca, New Yeark, 14850, 1-800-838.1133) publishes lists of
a wids varicty of consumer data sources, The Survey of Buying Fower iz published annually by
Sales and Marketing Management magarine {633 Third Avenue, New York NY, 10017, (212)
286-4800). Also, check with laeal banks and utilities for data and recommandations.
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SECTION 7: EXTRA FORMS

Eiy 1 THE BLakk Busmizss RECaUTaT - B9



MARKET POSITION STATEMENT

To develop an effective program to retain and cxpand existing businesses and to Teomuit new
busivesses, the business dzvelopment team nezds (o develop a Marker Fosition Statemeni. The
starement must be based on a thorough knowledge of market opportun:ties, and shounld
characterize

s the tvpe of retail mix

s the shopping environment and

» indicate the target customer market.

The markel position statement distinguishes the downtown shopping district rom serrounding
shopping opportunitics.

Below are three exampizs of markel posii.on statements. Note that for cach, the list of potential

businesses to recruit and the marketing plan would be quite differsnt

s Centerville is the matket end service center for a three county region, conlaling government,
health, eultoral and education facilities. Downtown serves this trade arca with a wade range
of shopping opportunitics for residents and visitors.

s Old Town is a delightfil histeric business district emphasizing specialty shoppmg 1 a quaint
Victonan s¢iting.

s Dovntown Orapeville is located in the heart of the Vine County wine country. Downtown
offers an owistanding mix of services and restauants in a traditional small town setting.

To Da:

Develop a market position staterent Tor the business distriet and five market facts in support of
the staternent. This statement can be used in marketing matcaal such as the business directory,
a recruilmert packet and in an imaga advertising campaign.

Barket Position Staterment:
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IDENTIFYING COMPLEMENTARY BUSINESSES

A business recruitment and expansion program shovld draw upon the economic strengths of the
dovwntown business district. For example, of there 15 a success(ul women’s ¢lolthing siore, there
may be opportunities for shoes, jewelny, bzauty supplies, hats, and accessorizs; or if there iz a
movic theater that atiracts crowds at night there may be an apponlunity for a cofice and dessert
spot.

To Do:

Identify existing businesses that have a sirong customer base. Develop a list of potential tusiness
opportuaities that would complement the goods offered in existing stores. Inlerview business
owners ahd brainstorm opportunities.

Existing Powntown Business:

Complementary Business Opportunities:

Ezisting Downtown Business:

Complementary Boziness Opportunities;
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Existing Downtown Business:

Complementary Business Opportunities:

Eaisting Downtown Business:

Complementary Business Oppuortunities:

Existing Downtown Business:

Complementary Business Opportunities:

Existing Downtown Business:

Complementacy Business Oppertunitics:
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STRENGTHENING BUSINESS CLUSTERS

JUuLad

Strengthening existing business clusters through recruitment or expansion helps every busiress
in the cluster. Knowing the eurrent mix of businesses and cluster patterns will also help the team
puids new busingsses to the optimal downtown location, Clostering businesses that share
customers or have complementary goods, such as clothes and shoes, strenetbens downtown's
pereephion in the trade arca as a “shopping center.”

-

(VR VRV

To Do:

Ou the chart below identify the busingss clusters in the business district, list the businesses in
sach cluster and brainstorm additional business opportunities that would be complement this
cluster.

Business Cluster Typet

List of Businesses Currently in the Clpster:

Business Opportunilies to Complement this Cluster:

._:uuuuuugéuuuuuuuuuuuuuuUUOQUUUUU'U
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Business Cluster Type:

List of Busineszes Currently in the Cluster;

Busines: Opportunities to Coiaplement this Cluster:

Busiaess Cluster Type:

List of Businesses Currently in the Cluster:

Business Opportunities to Complement this Cluster:
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DEFMNING OPPORTUNITIES FOR TARGET CUSTOMER GROLUPS

Business opportunites can be discoversd by idertifying the types of customers who are or could
be shopping gt downtown businesses, and brainstorming onportunites for businesses and
products to more fully serve these shoppers. The custoraers who use downlown can be gronped
acpording (o their demopraphic profile. or by the activity that brings thorn dewntown.

Exarmples of target customer groups are students, people at the courthouse, persons living in the
¢lderly hougsing complex, people sbout {p get mamied, teenagers, mothers with young chuldren,
lawyers, visitors to the musenn, downtown office workers, university staff, thealer go-crs or
tourisis. '

To Da:

Identify current and potential target markets. Consult local buginess owners, the results of
customer survevs, Chamber of Commerce staff and the Visitor's bureau for ideas. Choose

. customer groups that downtowm showld capturs or could increase sales to. List the downrown

businesses that currently serve the target market customer, look for gaps wnd broinstorm
additional opportunities.

Target Customer Group:

What businesses in the downtown currently serve this target customer?

Additional business opportunities for this tarpet macket:
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Target Customer Giroup:

What businesses in the downtown currently serve this target customer?

Additional business opportunities for this target market:

Target Customer Group:

What businesses in the dewntown currently serve this target customer?

Additiunal business opportunities for this target market:

Target Custamer Grouwp:

What businesses in the downtown currently serve this target customer?

Additional business opportunities for this targst market:
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SUMMARY OF BUSINESS OPPORTUNITIES CHART

The grater the tumber of market conditions a business opportunity meets, the greater the change
that this is a good evenug to investigate:

Te Do

Acrass the top of the form, list the business opportunities discoverad by team in the previous
exercises. Then, put a check in each square that corresponds to the sxcrcise where the
opportunity was identified.

Rusiness Opportunities

#1 #1 #3 #4

Appropriate Available
Space

Complements Existing
Business

Serves Target
Custemer Group

Fitis Gap in the
Rusiness Mix

Complements Existing
Business Cluster

Identified in Customer
Survey

Identified in Business
Survey

Sap Identified in
Leakage Analysis

Fits With Market
Position Statement
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SUMMARY OF BUSINESS OPPORTUNITIES CHART
The greater the number of market conditions a business opporturtity mests, the preater the chance
that this is a pood avenus (o investigate.

To Do

Across the top of the form, list the business opponunities discovered by tearn in the previous
exerciges. Then put a check in each squarc that comresponds to the excrcise where the
apporturity was idertified,

Business Opportunities

#1 #2 #3 ¥4

Appropriate Available
Space

Complements Existing
Busincss

Serves Target
CustomerGroup

Fills Gap in the
Business Mix

Compiements Existing
Business Cluster

Identified in Customer
Survey

Identified in Business
Survey

Gap Identified in
Leakape Analysis

Fits With Market
Fosition Statement
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BUSINESS MIX AND POTENTIAL CUSTOMERS

The chaneas for suceess for a new line of oraducts or a new busiuess will be increased if there
I8 already a cluster of complementary businesses and customer groups to support the proposed
business ¢opportutity. If naither of these ¢riternia can be met, the team will have a difficult time
substantiating this opponunily and recruiting this business, and the entreprengur will have to
market the business very hard to atlract a clientele.

To Do

Lisr the complementary businesses end existing customer groups to suppart the business
OppOTTRily,

Busingss Qpportunity:
Existing Complementary Businesses for this Business QOpportunity:

Extsting Target Customer Groups that Could Support this Business

Estimgated # of Potential Customers:
Business Oppurtunily;

Existing Complementary Businesses for this Business Opportunity:

Existing Target Customer Groups thai Could Support this Business;

Estimated # of Potential Customers:

VOL O YOO OO U R DOV OO0V RLROVDVDLUVLORDORDLDURLLaD

Fnr o THE BL AR 1% 5rFas RECRTI T s - 50




Business O pportunity:

Existing Complementary Businesses for this Business Opportunity;

Existing Target Customer Groups that Could Support this Business:

Estimated # of Potential Customers;

Business Oppartunity:

Existing Complementary Businesses for thig Business Qpportunity:

Fxisting Target Customer Groups that Could Suppaort this Business:

Estimated # of Potenbal Custnmers;
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TESTING PROOVUCT DEMAND

This estimate of the potential product sales in the trada ares is a quick way to judpe if 2 busiress
opportunity is realistic for the business district. Potential sources of data are shown in
parctihesis in the example below and explamed in the “Sources™ section of he workbook, This
calculation forms Step 1 of the “Comparing Potential Sales to Exisiing Sales” caleulation onthe
next page.

To Do

Fill in the form below. To estimate potential sales, multiply the number of potential customers
for the pot=ntial business times the estimated amount of money a typical household spends on
these iems. The key is o determine if the estimated sales demand is enough to support a2 new
business of an expansion into a new product ling,

Business Type or
Product Caregory:

Trade Area:

1. Estimate the number of households in the
trade area who might boy this produoct:
Source: 1990 Census of Population, other spectuf surveys

Z, Multiply rimes the typical annuzl expenditures
per household for this prodmct: X
Source: Consumer Exponditure Survey, business frade associations

R W R R W W LW DWW W W DWW W W WA T W e

- 3. This equals estimated sales
- demand for the trade area: =
a
3 , , -
Is this demand sufficlent to support ¢ new business
P
P
L.
v
F 9
-
‘d‘
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TESTING PRODUCT DEMAND

This estimate of the potential praduct sales in the trade area is a quirk way to judge if a business
opportunity is realistic for the business district Potential sources of data are shown in
parenthesis in the example bzlow and explained in the “Sources™ section of the workboos. This
calculation forms Step 1 of the “Comparing Potential Sales to Existing Sales™ caloulation on the

naxt page,

To Do

Fill in the form below. To estmate potential sales, multiply the number of potential customers
for the petential business times the estimated amount ¢f money a typical household spends on
these items. The kev is to detemming if the estimated sales demand is encugh to suppon 4 new
businéss or an expansion into 2 new product ling.

Business Type or
Product Category:

Trade Area:

1, Estimale the number of households in the
trade area who might buy this product:
Soupce: 1000 Cenius of Papwiniion, cther special surveys

2. Multiply times the fypical annosl expenditures
per household for this product: X
Source: Consumer Expenditure Swrvey, business trade associations

3. This equals estimated sales
demand for the trade area; =

Is thiy demand sufficient to support @ new business?
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COMPARING POTENTIAL SALES TO EXISTING SALES

This form takes the estimated product demand (calculated ow the previous page) und compares
it to an estimate of what local businesses are selling - estimated sales. Mote that that these are
estimates, but they can provide clues to the potential viability of a new business. Scurces of
information arc cxplained in the Sources section of this decument.

To Do

Fill in the form below. The team will need 1o discuss and reseatch whether the estimated unmet
demand sheram i the [inal result in Step 3 equals a potential busingss opportunity, If so, is this
oppartunity large enough to equal a new business or i it ¢n expansion opportunity? The team
could contact their Small Business Development Center, business trade association or other
business owners for information.

Fraduct Caregory:!

Trade Area:

Step 1@ a) Enter the total number of households:
Source: 1390 Census of Population or local sourges

) Multiply times the typical expenditures
per household for this type of zoods: X
Souirce: Conrumer Expenditure Survey, business trade

associasions, loeal Small Rusiness Uenter

t) This equals the estimated sales demand
far the trade avea for this product: =

Siep 2: a) Eater the existing square foctape
of this business type in trade areas

Local Estimara

b) Multiply timoes the averape sales per

square foot for busingss in this category: X
Source: The Dallars and Cents of Shopping Centers,
trade associaiivas. local sources
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¢) This equals the estimated existing
sales in irade area for this product: =

Step 3: a) Enter the estimated sales demand in the
trade area:

Results of Step

b) Subtract the estimated existing safes for
the trade area :

4

Results o/ Step 2

¢) This equals the estimated ummet demand
in the trade area for this product =

1% there enough unmet demand to mahe thiv 2 viable opportunizy?

W PO e THE BLAs%: BUaEss Bac Uikt



VOO B U R UL IJIV IO U0V LORLDLDLDLLVLDLLDVDVULeD

I

EVALUATING SALES PER DAY

Calculating the mmober of salgs required per dav can be a reality check for business
oppartunities, especially when compured to local pedesirian counts, eurrenl gustorners in the
rarkelplace and the fimancial obligations of starting a new business. Thiz quick form 5 only
imended as a3 starting point for discrssion of the business volume needed to support this business
oppartunity.

To Do

Fill in the fonm below. The Team may have to consult owners of sitmilar businesses, their Small
Busincss Center or make an cducated gucss where informatior is not available.

Husiness Type:

Step 1: Estimating Neeessary Sales per Day:

4) Enter the typical annual gross sales

Tor this type of business: -
From a trade asraciafion, tnterviewr with other siptilar businesses,

or The Dodars and Cents of Shopping Ceitfers

b} Divide by the amount of the average sales ticket: -

Trade arsociation, interviews with ather
simiiar busimestes oF logal eptimate

c) This equals the necessary sales per vear

1

to make the annual gross sales total:

d) Divide by the number of days that this
business would he open par year: +

Local estimaie

e} This equalg the necessary sales per day
to make the annual gross sales total:

Rey Cuastion: Fs this figure realistic for the besiness diswrict¥
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Siep 2 Estimating Potential Gross Sales:

a) Enter the estimated sales per day for this itemn

Local estimate

b} Multiply hy the number of days that this
business would be open per year: X

Local estimerie

¢) This equals the estimated number
of sales per year: =

d) Multiply by the amount of an average sales ticket. X

Trade association, interviews with
othey similar businesses or local esiimaie

¢) This equals the estimated total gross
sales for this business: =

Key Question: Deoes this figure indicate a business opporiunity?
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EVALUATING JCCUPANCY COSTS

For a business owner, rent expenses shonld be in proportion to gross sales. These ratios differ
from business to business. Check with a business vade assocation or sec the Swall Business
Seurcebook in Somves for wiormeation. Properts: owners mav not realize what appropriate rent
rates arg for loeal eoonomic conditions, If rents ate too logh in proportion to posential sales, the
local Tepm may nead o work with propenty owners on flexible rent structures such as a percent
of sales rent, or a rate structure that increases as a busingss’s sales werease, or explare other
ways to redoce atart v cosls.
io Do

Fili in the form below. Sources are listed in the bagk of the workboolk.

Business Type:

Step Ir
a) Estimate the total annual lease cost:
Source: From focal property owners.

b) Divide by the %% of gross sales that the Owner
should pay in rent: +
Trade assoctations or interviews with businzsses

¢} This equals the necessary annual gross sales to
support this rent level: =

Step 2:
a) Divide by the averape sales ticket for this

type of business: +
Trade associalions or inlerdews with businesres

b} This equals the number of cash register sales
necessary per year to achieve the estimated annual gross sales =

c} Divide by the number of day: apen per vear: =
Local estimare

d) This equals the number of necessary sale; per
day to achieve the estimated aonual gross
sales appropriate to the initial rent

charged per square foot: =

Key Cheestion: Is the reant to sales ratio realistic?
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EVALUATING THE COMPETITION

The team will need to evaluate the trade area compeoution for business opportanities. This chant
will help to identify market niches and marketing opportunities for a new busmess or a business
EXpansicn

o Do

Fill ity the chart below and evaluate the strenpths and wealmesses of the comperition in the irade
area for the potential business opportunity. Fill in (he names of competitors and rank their
services as “17 - performs excellent in this categary, *2” average performance, or 37 - performs
poarly or doesn’t provide this senvice.

Business Opportanity:

Competitor #1  Competitor #2  Competitor #3 Don’t Know

Selection of goods

Price

Cruality of goods

Qflers repairfservice

Eeputation

Quality of service

Trained staff

Liocation

Easy to get to/find

Exterior appearance

Interior appearance

Stability of business

Advertising
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EVALUATING THE COMPETITION

The team will need to evaluate the irade arca compsetition for business opportunities. This chart
will help to identify market niches and marketing apportunities for a new business or a bugitiess
EXpansinn.

TﬂD;:?

Fill in the charl below and evaluate the strengths and wealmesses of the competition wm the trade
area for the potential busingss opportunicy, Fill in the names of competitors and rank their
geTvices as 17 - porforms cuccllent in this category, “2° average performance, or “37 - porforms
poorly or doest’t provide this serice.

Business Opportunity:

Competiter #1  Competitor 2 Competitor #3 Don’t Know

Selection of goods

Price

Quality of goads

Offers repaic/service

BReputation

Quality of service

Trained stall

Location

Easy to get to/find

Exterior appearance

Intericr appearance

Stability of business

Advertising

FiLL m1 THE BT AR ZTi5e7E s BirmornsaesT - 109



BUSINESS PROSPECT EVALUATION FORM

Uee the chart below to evaluate the strengths and weaknesses of the potential business reeruit.
Rank the business servicas a8 **1" - performs cxeellentt in this category, “27 average performance,
“3” . performs poorly or doesn’t provide thug service.

Nawme of Business
Adilress

Contact Person
Title
Telephone

Excellent DK FPoor

Selection of goods
Price

Quality of poods
Offers repairfservice

Reputation

Quality of service
Trained stafl
Location

Easy to get toffind
Exterior appearance

Interigr appearance
Stability of business
Advortising

TOTAL SCORE:

date
cvaluzted by
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